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R e s e a r c h H i g h l i g h t s
This study proposed two hypotheses and the results indicated that based on gender there are differences in satisfaction and consumer loyalty in the implementation of information systems at the minimarket. Male consumers tend to have high levels of satisfaction and loyalty compared to female consumers. The information provided by the minimarket both manually and based on the Point of sale (POS) application has been quite satisfying for men in shopping. Men in shopping prefer practical and fast without much consideration, while women need more detailed information to make buying decisions.
___________________________________________________________________________
R e s e a r c h O b j e c t i v e s
This study aims to investigate differences in satisfaction and consumer loyalty of minimarkets by gender in the framework of implementing information systems. The information system that is applied will provide several impacts that can satisfy or not satisfy consumers. The ease of obtaining price information and stock availability will help consumers make purchasing decisions. If consumers find it easy to get the information, it is also easy to make decisions that ultimately consumers feel satisfied. Male consumers will be faster satisfied with the availability of information, but women will be more satisfied if the ease of obtaining more complete and detailed information. The number of cashiers who served consumers in making payments using the computer-based POS information technology system and the dexterity of the cashier in providing services will affect customer satisfaction. Consumers face a long queue due to the number of cashiers who are few and less dexterous, will become dissatisfied and disloyal. The POS application system produces a shopping receipt that can help consumers assess the accuracy of shopping value. The availability of alternative payment methods helps consumers make payments. Not all consumers like to make payments in cash, but alternative methods of payment using a credit / debit card will help consumers.
M e t h o d o l o g y
The population of this research is minimarket consumers in the city of Padang. The sampling technique was used accidental sampling, ie consumers who could be found shopping at the minimarket with a total sample of 243 respondents who filled out the questionnaire in full. The type of data used is primary data collected by distributing questionnaires. The measurement scale used the 5 point Linkert scale ranging from very dissatisfied to very satisfied for satisfaction measurements, and very disloyal to very loyal for measuring loyalty. The analytical method used to test the differences in satisfaction and consumer loyalty by gender is used non parametric test using the Kruskal Wallis test because the data is not normally distributed.
R e s u l t s
Based on the profile of respondents it was found that 72% of respondents were female and only 28% were male. These results indicate that the most frequent and many go shopping is women of productive age, aged 18-35 years. Motiv consumers choose minimarkets as the dominant shopping place close to their homes, have a large parking area and the types of goods available are complete. The results of testing hypothesis 1 found that there was a difference in customer satisfaction based on gender, (p value 0.006 was smaller than α 0.05), where men were higher in satisfaction than women. Testing hypothesis 2 found that there were differences in consumer loyalty by gender (p value 0.034 smaller than α 0.05), where men were more loyal than women.
F i n d i n g s
Based on the results of testing hypothesis 1 found differences in consumer satisfaction between men and women. These results indicate that gender has different satisfaction in obtaining information system services. Women will be satisfied if the information received is more detailed, the queue does not require a long time, the information produced is accurate, the cashier is more agile. Hypothesis 2 found that there was a difference in consumer loyalty by gender. Men will be more loyal than women because there are not too many
